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Abstract 
This study intends to understand why the social network sites users continue to use the service and why 
would they turn to other social network services. By integrating the honesty of self-disclosure with 
confirmation and three dimensions of social capital with perceived usefulness, we establish a new 
expectation confirmation model to understand the continuance intention of social network sites users. 
We propose eleven hypotheses and test them through a survey conduct in China and received 159 valid 
questionnaires. Through the analysis of 139 valid questionnaires which have at least one social network 
sites account, we draw some interesting conclusions. Honesty confirmation of self-disclosure has a 
positive relationship with the three dimension of perceived social capital but not the users’ satisfaction. 
Perceived social network is a significant antecedent of users’ satisfaction and continuance intention on 
account of the high switching cost. Meanwhile, perceived shared language can increase users’ 
satisfaction but not the continuance intention because its universality, and perceived trust has no 
relationship with both.  
This research provides a new perspective of expectation confirmation model to understand the social 
network sites continuance. It also gives some advises about how could social network provider increase 
their users’ continuance intention.  
Keywords: Expectation Confirmation Model (EMC), Continuance Intention, Social Network Site (SNS), 
Self-disclosure, Social Capital 
 
1 INTRODUCTION 
Social network sites are kinds of form of web-based services which allow individuals to construct a 
profile and connect with a list of other users in a system (Ellison 2007). Although connections may vary 
from sites to sites, users could view and traverse their list of connections and other lists within the system. 
Social network sites allow users to share text, images or photos with other members of the sites by 
application provided on the Internet and encourage members to engage in social activities and build or 
maintain social capital by sustain contact between others individuals on the sites (Pfeil, Arjan & Zaphiris 
2009). 
Pew research centre argue that Facebook have been the most popular social network sites in American 
in the year of 2013 with the usage rate of 72%. The famous social media expert, Vincenzo Cosenza, 
claimed that Facebook have the best rate in Alexa during 2013 all over 127 countries. The situation is a 
little different in China. According to reports of Chinese Internet development statistics published by 
China Internet Network Information Centre, the use of micro-blog in China changes rapidly and 
dramatically in recent years. In 2011, micro-blog became the most popular application in Chinese 
Internet. There are approximately 250 million users and the usage rate is 48.7% among the entire internet 
users in China. The annual growth rate reached to 296.0%. In 2012, the usage rate rose to 54.7% with 
the annual growth rate of 23.5%, and the number of users was 309 million. However, growth didn’t last 
long. Users of micro-blog declined to 281 million in 2013 with the annual growth rate of -9.0%. 33th 
reports of Chinese Internet development statistics claimed that 37.4% users who gave up turned to use 
Wechat instead of micro-blog. Wechat is an instant message application released in 2011 by Tencent 
Company, one of the biggest information technology firm in China. In March 2012, Wechat released 
version 4.0 with the application of “moments”, which is similar to the social network sites with the 
function to share pictures or statues with friends in the application. The most popular social network site 
is changing nowadays in China. 
Why micro-blog users in China stop their use and turn to Wechat? How could social network sites 
service provider keep their users? It is a question about social network continuance. Compared to micro-
blog, Wechat is an application with more intimacy. In micro-blog users are strangers and in Wechat the 
users are acquaintances or friends in the real lives. This may relate to the self-disclosure of others in the 
application. Self-disclosure can be defined as the behaviours that people talk about themselves or their 
daily lives. It is a voluntary act to reveal personal information to others (Wheeless & GROTZ 1976). 
McKnight, Lankton and Tripp (2011) found a disconnection between information disclosure and 
continuance intention for Facebook users. In this paper, we adopted the expectation confirmation model 
to understand social network sites continuance intentions from a self-disclosure and social capital 
perspective. 
2 THEORETICAL BACKGROUND AND LITERATURE REVIEW 
We go through the relevant literature of social network sites continuance intention, self-disclosure and 
social capital to establish the theoretical background of our study.  By integrating the theory, we could 
create a new expectation confirmation model to explain the continuance in social network sites. 
2.1 Continuance Intention in Social Network Sites 
Expectation-confirmation theory is widely used to study consumer purchase behaviour and their 
satisfaction (Anderson & Sullivan 1993; Dabholkar, Shepherd & Thorpe 2000; Tse & Wilton 1988). 
The information systems continuance is similar to repurchase behaviour: they both follow an initial 
decision, would be affected by the initial user experience and can potentially lead to ex post reversal of 
the initial decision (Bhattacherjee 2001). Bhattacherjee (2001) integrated confirmation and user 
satisfaction constructs and created an initial scale for measuring IS continuance. 
Based on flow theory (Csikszentmihalyi 2000), Lin, Wu and Tsai (2005) investigated the value of 
including playfulness in expectation-confirmation theory when studying continued use of a web site. 
Yeh et al. (2013) also consider perceived interpersonal value and perceived playfulness as the 
antecedents of satisfaction and stickness in social network sites. Chang and Zhu (2012) tested the role 
of perceived social capital and flow experience on the expectation–confirmation model of information 
systems continuance. 
Knowledge sharing intention could affect the perceived enjoyment and then affect the intension to 
continuously use of social network sites (Park & Lee 2010).Social network site is a type of information 
system. Kim (2011) developed an integrated model that incorporates subjective norm into the 
expectation-confirmation model to explain the social network sites continuance. In his model, the 
confirmation of expectation, perceived usefulness, perceived enjoyment, user satisfaction, interpersonal 
influence, media influence and SNS continuance intention is considered. Yang and Lai (2011) argued 
that information systems could be also classified into either hedonic or utilitarian systems. The perceived 
values might be entertainment orientation, fashion orientation and social orientation on Facebook.  
When in the situation where people might lack control over their behaviours, planned behavior theory 
is a well-serablished model to examine and predict human intentions and behaviour. The situation in 
social network sites could be the result of this theory. Attitude, subjective norms and perceived 
behavioural control have a positive relationship with continuance participation intension to Facebook 
(Al-Debei, Al-Lozi & Papazafeiropoulou 2013). 
2.2 Self-disclosure and Social Capital 
The concept self-disclosure is defined as the process of transferring personal information and sharing 
thoughts and emotions among social individuals (Jourard 1959). Wheeless and GROTZ (1976) conduct 
a factor analyse and found self-disclosure consisted of multiple dimensions, including (a)intention, 
(b)amount, (c)positive/negative matter, (d)depth and (e)honest and accuracy. Self-closure is a key 
component in the development of personal relationships because it could promote closeness (Derlega, 
Winstead, Wong & Greenspan 1987). The honesty of self-disclosure plays an important role in many 
analyses. The relationship between the perception of feeling understood and honest in self-disclosures 
is the strongest compared to other dimensions in a study focuses on siblings (Martin, Anderson & Mottet 
1997). Honesty was the primary strategy for increasing the likelihood of developing closer relationships 
(Wells & Kline 1987). 
The social capital theory has been advanced as an explanation for various pro-social behaviours, 
including community involvement (Wasko & Faraj 2005). It existed in the relationship between people 
(Okoli & Oh 2007). Users can form and maintain social capital through SNSs because the diverse 
applications offered by SNSs, such as distribution lists, photo directories, and search capabilities, 
support online linkages with others (Ellison 2007). Social capital could be divided into three clusters, 
structural, relational and cognitive (Chow & Chan 2008). The structural dimension describes the pattern, 
density, connectivity, and hierarchy of networks (Tichy, Tushman & Fombrun 1979). The relational 
dimension measures the level of trust between people developed during interactions. Meanwhile, the 
cognitive dimension refers to resources that increase the understanding of commonalities between 
parties.  
3 RESEARCH MODEL AND HYPOTHESES 
Honesty of self-disclosure refers to (1) the accuracy of the feeling, emotions and experience, (2) the 
honesty and sincerity and (3) the openness and abundance when one discloses himself.  In community 
websites, men preferred friends with mutual acquaintances and common interests, while women valued 
laughter, honesty and trust (Adamic, Buyukkokten & Adar 2003), both related to the definition of 
honesty of self-disclosure.  Through reputation effects, honesty is encouraged by dense social networks 
(Beugelsdijk & Van Schaik 2005). Also, honesty is one of the five faces of trust. Confirmation is a 
cognitive evaluation of an IS at the post-adoption stage (Bhattacherjee 2001). When users perceived 
their actual experiences with an IS as exceeding their expectations, confirmation positively influence 
perceived usefulness (Kim 2011). Also, confirmation exerts a significant role in the formation of user 
satisfaction (Kim & Han 2009). We could conclude that people expect others’ honesty of self-disclosure 
in social network sites and the confirmation of it may get out with perceived usefulness and satisfaction. 
We submit following hypothesises. 
 H1a - H1c: Honesty confirmation of self-disclosure is positively associated with perceived 
usefulness (social network, trust and shared language) in social network sites. 
 H1d: Honesty confirmation of self-disclosure is positively associated with users’ satisfaction in 
social network sites. 
Perceived usefulness is described as the degree to which the users believe that using an IS would increase 
their performance in accomplishing their goals (Davis 1989). Ellison (2007) found a strong association 
between use of Facebook and bridging and bonding social capital, with the stronger relationship being 
to bridging social capital. Boyd (2004) claimed that social capital is the core competence of SNSs. Hence, 
the social capital might be the main aspect of perceived usefulness in social network sites. We divided 
social capital into three dimensions and use “social network”, “trust” and “shared language” to represent 
each dimension. The shared network provided increased opportunities for interpersonal contact (Chow 
& Chan 2008). Shared language goes beyond the language itself; it also addresses “the acronyms, 
subtleties, and underlying assumptions that are the staples of day-to-day interactions” (Lesser & Storck 
2001). Perceived usefulness is expected to be the most obvious expectation influencing users’ 
satisfaction and confirmation is a cognitive belief derived from the satisfaction of prior use. 
(Bhattacherjee 2001). Hence: 
 H2a: Perceived social network is positively associated with users’ satisfaction in social network 
sites. 
 H2b: Perceived social network is positively associated with users’ continuance intention in social 
network sites. 
 H3a: Perceived trust is positively associated with users’ satisfaction in social network sites. 
 H3b: Perceived trust is positively associated with users’ continuance intention in social network 
sites. 
 H4a: Perceived shared language is positively associated with users’ satisfaction in social network 
sites. 
 H4b: Perceived shared Language is positively associated with users’ continuance intention in social 
network sites. 
 
 
 Figure 1. Research Model 
 
Satisfaction is defined as the user’s fulfillment response, which is an overall evaluation of a product or 
service (Kim 2011). Users’ continuance intention is determined primarily by their satisfaction with prior 
use (Bhattacherjee 2001). And we could conclude the following hypothesis. 
 H5: Users’ satisfaction is positively associated with users’ continuance intention in social network 
sites.  
Generally, we proposed our research model as showed in Figure 1 based on the theoretical background. 
It’s an extended expectation confirmation model by integrating the concept of self-disclosure with 
confirmation and integrating the concept of social capital with perceived usefulness. We proposed 11 
hypothesises and would examine them by empirical analysis.  
 
4 METHODOLOGY 
Measures Items Questions Reference 
Continuance 
Intension 
CI1 
I intend to continue using this social network site rather than 
discontinue its use. 
(Bhattache
rjee 2001)  
CI2 
My intentions are to continue using this social network site than use 
any alternative means (traditional banking). 
CI3 
 If I could, I would like to discontinue my use of this communal 
network site (R). 
Satisfaction 
How do you feel about your overall experience of this social network site use 
(Bhattache
rjee 2001) 
ST1 Very dissatisfied/Very satisfied. 
ST2 Very displeased/Very pleased 
ST3 Very frustrated/Very contented 
ST4 Absolutely terrible/Absolutely delighted. 
Perceived 
Social 
Network 
SN1 
 In general, I feel I have a very good relationship with my friends on 
this social network site. 
(Chow & 
Chan 
2008) 
SN2 
 In general, I feel I am very close to my friends on this social network 
site. 
SN3 
 I feel I always hold a lengthy discussion with my friends on this social 
network site. 
Perceived 
Trust 
TR1 
 I feel I know my friends on this social network site always try and 
help me out if I get into difficulties (Chow & 
Chan 
2008; Hsu 
& Lin 
2008) 
TR2 I feel people on this social network sites are trustworthy. 
TR3 
 I feel I can always trust my friends on this social network site to lend 
me a hand if I need it 
TR4 
I feel I can always rely on my friends on this social network site to 
make my job easier 
Perceived 
Shared 
Language 
SL1 
I feel my friends on this social network site use common terms or 
jargons. 
(Chiu, Hsu 
& Wang 
2006) 
SL2 
I feel my friends on this social network site use understandable 
communication pattern during the discussion. 
SL3 
I feel my friends on this social network site use understandable 
narrative forms to post messages or articles. 
Honesty 
Confirmation 
Of Self-
disclosure 
HC1 
My friends’ statements about their feelings, emotions, and experiences 
continue to be more accurate than I expected. 
(Gibbs, 
Ellison & 
Heino 
2006) 
HC2 
My friends on this social network site are more honest than I expected 
in their self-disclosures. 
HC3 
My friends on this social network site always feel more sincere than I 
expected when they reveal their own feelings and experiences. 
HC4 
My friends on this social network site intimately disclosure who they 
are, more openly and fully than I expected. 
Table 1. Questionnaire items 
We conduct a survey to examine the hypotheses. The questionnaire includes 4 parts. Part one is some 
questions for basic sample screening, after that is some questions about demographic characteristics and 
SNSs usage description. Questions for scale measurement are in part three and at last there are some 
repeated questions for further sample screening. To make sure the reliability and validity of scale, the 
measures used to operationalize the model constructs are primarily adapted from previous related studies. 
We also modify them to ensure they fit the purpose and the target context of our research. The back-
translation of scale helps Chinese subjects understand measures correctly. The scale of measures is 
developed as showed in Table 1. A seven point Likert scales was used to measure each item. 
The main research object of this study was Chinese social network users. We sent questionnaires through 
the internet and offer a payment for each fulfilled questionnaire. We built strict rules (reversed questions, 
repeated questions and record of finishing time) to filter our filled questionnaires and eventually 159 
questionnaires were valid. In 159 valid questionnaires, 139 of them have at least one social network sites 
account. Our model and sample size met the requirements and could be further analysed. We will use 
SPSS 19.0，SmartPLS 2.0 to analyse the data. 
5 DATA ANALYSIS AND DISCUSSION 
5.1 Descriptive Statistics 
 Distribution characteristics Frequency Percentage% Cumulative percentage % 
Gender 
Male 65.00 46.76 46.76 
Female 74.00 53.24 100.00 
Age 
20-24 74.00 53.24 53.24 
25-29 26.00 18.71 71.94 
30-34 16.00 11.51 83.45 
35-39 5.00 3.60 87.05 
40-44 8.00 5.76 92.81 
45-49 3.00 2.16 94.96 
>=50 7.00 5.04 100.00 
Education 
High school 19.00 13.67 13.67 
College 16.00 11.51 25.18 
Bachelor 68.00 48.92 74.10 
Master 23.00 16.55 90.65 
PhD and Above 12.00 8.63 99.28 
Others 1.00 0.72 100.00 
Most Used SNS 
Wechat Moments 61 43.9 43.9 
Sina Micro-blog 39 28.1 71.9 
Tencent Micro-blog 22 15.8 87.8 
Ren Ren 13 9.4 97.1 
Others 4 2.9 100.0 
Table 2. Demographic information 
We will use the 139 valid questionnaires which have social network sites account for further analysis. 
There are 65 males and 74 females in the participants. The average age of the sample is 28.2, ranging 
from 20 years old to 66 years old. Only 48.9% people will use their real names but 60.4% people will 
upload personal real photos in their most used social network sites.  
5.2 Reliability and Validity 
Cronbach’s Alpha is acceptable when it’s higher than 0.7 (George 2003) and it show model have good 
reliability. As the result in Table 3 we know all the Cronbach’s Alpha statics are higher than 0.7. The 
composite reliability statistics of all variables have achieved the threshold value of 0.7 (Hair, Ringle & 
Sarstedt 2011). All of the AVE statics are higher than 0.5 and the model has a fine convergent validity 
(Fornell & Larcker 1981). In Table 4 we know the AVE of each variable is far higher than the squared 
correlation coefficient with other variables and it means the model has good discriminant 
validity(Fornell & Larcker 1981). 
In a word, the result of reliability and validity is acceptable and further analysis can be continued. 
 
 Items Loading T Statistics AVE 
Composite 
Reliability 
R Square 
Cronbach’s 
Alpha 
Honesty 
Confirmation of 
Self-disclosure 
HC1 0.71 12.85 
0.68 0.90 / 0.84 
HC2 0.84 25.13 
HC3 0.86 29.03 
HC4 0.88 42.46 
Continuance 
Intention 
CI1 0.90 45.43 
0.82 0.93 0.40 0.89 CI2 0.90 48.24 
CI3_R 0.91 56.91 
Perceived 
Shared 
Language 
SL1 0.88 21.19 
0.80 0.92 0.20 0.87 SL2 0.90 46.51 
SL3 0.90 43.73 
Perceived Social 
Network 
SN1 0.88 43.54 
0.68 0.86 0.30 0.77 SN2 0.89 31.62 
SN3 0.70 8.59 
Satisfaction 
ST1 0.86 39.01 
0.73 0.92 0.42 0.88 
ST2 0.87 25.33 
ST3 0.86 30.43 
ST4 0.84 26.97 
Perceived Trust 
TR1 0.86 30.34 
0.75 0.92 0.31 0.89 
TR2 0.91 51.55 
TR3 0.83 19.51 
TR4 0.86 26.43 
Table 3. Latent variables statistics 
 
 
Honesty 
Confirmation 
Continuance 
Intention 
Satisfaction 
Perceived 
Shared 
Language 
Perceived 
Social 
Network 
Perceived 
Trust 
Honesty 
Confirmation 
0.682      
Continuance 
Intention 
0.033* 0.817     
Satisfaction 0.172** 0.372** 0.735    
Perceived Shared 
Language 
0.197** 0.205** 0.336** 0.798   
Perceived Social 
Network 
0.297** 0.208** 0.297** 0.311** 0.683  
Perceived Trust 0.311** 0.130** 0.286** 0.507** 0.319** 0.748 
Note: AVE on the diagonal, squared corrections between constructs on the off-diagonal. 
** indicates significant at the 0.01 level, * indicates significant at the 0.05 level. 
Table 4. Squared correlation of constructs and AVE 
 
5.3 Hypothesis Testing 
Utilizing SmartPLS 2.0, we set 139 as the sample size and 1000 as the repeat count in Bootstrap test. 
Finally we find the hypothesis testing result. In Figure 2, the data in each path is showed in the format 
of “path parameter (T statics)”. Seven of eleven original hypothesizes have been supported. Honest 
confirmation of self-disclosure has significant positively relationships between and perceived social 
network, perceived trust and perceived shared language, but not with satisfaction. Perceived social 
network could positively affect both user satisfaction and continuance intention. Perceived trust does 
not have significant effects. Perceived shared language has a significant positive relationship with users’ 
satisfaction but not users’ continuance. And users’ satisfaction will positively affect continuance 
intension. 
 
Figure 2. Analysis of Results 
 
5.4 Discussion 
As we could see in the result of hypothesis testing, a new expectation confirmation model has been 
established. There are a few interesting conclusions we could draw. 
As a perspective of confirmation, the honesty confirmation of self-disclosure has a positive relationship 
with the three dimension of perceived social capital. Although the relationship between confirmation 
and perceived usefulness has been clarified by many scholars (Bhattacherjee 2001; Kim 2011), the 
dimension of confirmation haven’t been study by the previous researches. If social network sites friends 
disclose more honestly than users’ expectation, they will consider that they have better social network 
in the sites. Also, they will think their social network sites friends are more trustworthy and could share 
more language, codes and narrative with them. In addition, unlike the confirmation in the former study, 
the honesty confirmation of self-disclosure won't increase users’ satisfaction. Users won’t be pleased 
directly through the honesty confirmation unless they could gain their social capital in social network 
sites. 
We conclude that social capital is the most significant usefulness in social network sites and integrate it 
into the expectation confirmation model. Chang and Zhu (2012) define the perceived usefulness as 
perceived bridging social capital and perceived bonding social capital. They find that the perceived 
bridging social capital has a positive relationship with users’ satisfaction and continuance intention, and 
the relationships of perceived bonding social capital are not significant. 
In our study, we employ another classification method to divide the collective capital into three 
dimensions, namely, structural, relational and cognitive. We revealed that the perceived social network 
has a positive relationship with both users’ satisfaction and continuance intention. It may be caused by 
the initial purpose to interact with others in social network sites. The perceived shared language may 
increase the satisfaction but not the continuance intension. In one specific social network site, the social 
network relationship has high switching cost than the shared language. Shared language has its 
universality among different areas defined groups. There are general narratives that every user can learn 
and get used to in any popular social network sites. However, the social network is different. Once a 
user leave one social network site, the list of friends and the social relationship could not easily be copied 
to another. As a result, perceived social network is the only factor in perceived social capital has a 
positive relationship with users’ continuance intention. Perceived trust has no relationship with users’ 
satisfaction or continuance intention. It is very similar to the concept of perceived bonding social capital 
from the study of Chang and Zhu (2012). 
 
6 CONCLUSIONS AND IMPLICATIONS 
By integrating Expectation Confirmation Model, Self-disclosure and Social Capital Theory, we propose 
a new expectation confirmation model to understand the continuance intention of social network sites 
users. 
As implications, we detail the concept of confirmation in the expectation confirmation model with 
honesty confirmation of self-disclosure and the model have a good performance. 
Chang and Zhu (2012) defined the perceived usefulness as perceived bridging social capital and 
perceived bonding social capital. As an extension, we further classified the perceived usefulness in the 
ECM into the three well known social capital dimensions, social network, trust and shared language. 
We find it has a positive relationship between honesty with the three dimensions of perceived social 
capital but not the users’ satisfaction. It implied that if social network sites friends disclose more 
honestly than users’ expectation, they will perceive higher social capital. However, users won’t be 
satisfied directly through the honesty confirmation unless they could gain their social capital in social 
network sites.  
We employed three dimensions of perceived social capital as perceived usefulness in the expectation 
confirmation model. We find that the social network is an important antecedent of users’ satisfaction 
and continuance intension on account of the high switching cost. Meanwhile, perceived shared language 
can increase users’ satisfaction but not the continuance intention because its universality. 
From the practical perspective, our research results may provide some suggestions to the development 
of social network services provider. Come back to the example in the introduction, the decline of 
Chinese micro-blog may be due to its lack of honesty of self-disclosure in the social network. The micro-
blog is based on interactions between strangers and the Wechat is based on the acquaintance community. 
In Wechat, people can maintain their former relationship with others and build their social capital with 
the people they already know in reality. Our paper’s result support the fact that the decline of micro-
blog use may be due to that in the stranger community they could not build their social capital through 
their honest disclosure. Social network provider can increase their users’ continuance intentions by 
several method, such as encouraging the honest disclosure, enhancing the users’ social network or 
creating the unique shared language environment.  
There are some limitations of this research. Survey is only conducted in China so the conclusion may 
be particular. More researches and analyses in other country are encouraged to give a more overall 
picture among the social network in the world. Also, the sample of the study is mostly the young 
generation, the old generation may have different expectation while using social network sites. Finally, 
there may be some other factor confirmation will influence the perceived social capital and need further 
exploration. 
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